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are unable in their relations with consumers' societies, as
well as in other respects, to compete with private trade.
At the moment marketing societies have little opportunity
of acquiring capital resources equal to those of private
trade unless they are supported to a considerable extent
by the State. This raises thorny questions, of which the
Congress at Vienna gives evidence. It was there proposed
that enquiry should be made if it would not be possible
to use the capital of consumers' societies to finance the
marketing of agricultural co-operatives. There were im-
mediately energetic protests, and it was said that such
a question should not be discussed, since the consumers*
co-operative societies themselves had need of their own
capital.
The two last difficulties are not as complicated as those
connected with prices. All the same, they constitute in
practice a formidable obstacle. Finally, there are difficulties
which have perhaps a purely temporary character: For
instance, the efforts of the consumers' societies to buy,
from the individual producer and to ignore the marketing
societies; in some cases mutual distrust or opposing
general ideas, one collectivist, the other individualist; the
hostility of town and country, etc.
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The different existing cases of direct relations may be
classed according to different points of view.
In the first place, it is possible to consider the nature
of the organisations with which we are dealing. Omitting
the case where a (Consumers' society buys from individual
producers, there is the method of purchase through
"centrals," when the wholesale society buys from the
central marketing society; there is also decentralised
trade, when the retail consumers' society purchases from
the marketing central or even from retail marketing
societies. The outline scheme drawn up by the German
co-operative societies in 1918 lays down the principle
that perishable goods are more suitable for decentralised

